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How many ways has Clear Channel reached you today‘{

- 'Have. you, listened to. the radm? On your commute have youi seen outd

dlSplays? Have you attended lwe entertamment events‘ concerts; theat

sports or fazmly performances? Have you atched e '\."Lsmn Have you

' éntertéinment.
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Subsmhanes and Resources

_'.Fmant:lal Summary
Qfﬁcers_ and Dlrec}tor

“Shareholder Irformation



2 CLEARCHANNEL | FINANCIAL HIGHLIGHTS

In millions of dollars, except per share data

Ijlf;_ Revenue

Operating Cash Flow !

2000 =e—————————esmsemae— $5,345.3
1999 2,678.2
1998 1,350.9
1997 s 697.1
1996 = 351.7
1995 = 250.1
After Tax Cash Flow *
2000 menees——————————— $] 282.0
1999 wox o 752.8
1998 s 381.6
1997 192.7
1996 = 101.6
1995 = 68.2

" Net revenue
' .Operating cash flow !

- EBITDA?

After tax cash flow?

e 3 “A_.fter tax cash flow per share * o

w1 Deﬁned as net revenue less operating mmses

Deﬁned as operahng cash ﬂow Iess corpoga{s expenses.

‘::becomstentm the Company's definiion for the year 2000

~',_':‘_Mpershamamownshmbmammmmﬁeds. ksphts L

2000 eeteet——t————————————  $ | 864.6

1939 1,046.0
1998 583.7
1997 302.7
1996w 153.4
1995 = 112.6
After Tax Cash Flow Per Share *

2000 e — e ———— $2.78
1999 ' - 2.24
1998 1.53
1997 1.05
1996 .68
1995 s 49

e
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Dear Fellow Sharehoiders,

I am pleased to report that Clear Channel Communications posted record financial performance in 2000. The
past year was an exceptionat one for our Company. We enjoyed continuing operating success in our core
businesses. We closed the acquisitions of AMFM and S$¥X Entertainment, key components to our Company’s
long-term strategic direction, and continued our expansion in the United States and overseas. We have created
a platform of highly complementary media and entertainment assets that we believe is unparalleled, one that
will provide new and innovative ways for our clients to market their products and services and continued
growth for our Company.

The theine of this year’s shareholder report is “reach.” Clear Channel reaches many of you each and every
day. Whether it is through one of our radio or television stations, outdoor displays, live entertainment events
or websites, you have most likely seen or heard us today. The combination of our Company’s media and live
entertainment assets positions us to help our clients reach their customers with a range of products at the local,
regional and national levels.

Financial Overview

During 2000, after tax cash flow per share, the mostimportant measure of our Company’s financial performance,
increased 24% from $2.24 in 1999 to $2.78 in 2000. We reported the best year in our Company's history with
net revenues of $5.3 billion, up 100% over 1999, and operating cash flow of $1.9 billion, an increase of 78% over
1999. We are proud of this performance which was the result of the strength of our managers and employees,
the strong growth characteristics of the industries in which we operate and our financial discipline. '

Our Operating Divisions

We are committed to a decentralized and flexible operating structure allowing our managers within each
business unit and operating division to be entrepreneurs. Qur record of superb operating performance
proves that this structure, coupled with the best managers in the industry, is successful. Our managers have
demonstrated the ability to grow revenues and operating cash flow internally. We have supplemented this
growth with strategic investments during 2000. Most importantly, we completed the acquisition of AMFM
creating a national radio footprint. We now broadcast in 88 of the top 100 rarkets and take to the airwaves in
all 50 states, Our acquisition of SEX Entertainment allows us to take advantage of the natural synergy between
radio and live music events and to gain immediate leadership in the highly attractive live entertainment
industry. We aiso invested in additional radio and cutdoor advertising assets to continue to strengthen our
clusters and markets.
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Radio

Our radio division had a very strong year of internal growth, benefiting from a robust advertising market and
superior management at the local level to record double-digit revenue and operating cash flow growth on a
year-over-year basis. In addition, our radio clusters outperformed our peers in the markets we serve during
2000. The combination of our broad portfolio of radio and other media and entertainment assets with
AMFM's portfolio of well-clustered, well-managed and highly rated radio operations gives our Company the
programming, management and distribution resources to best serve the needs of advertisers in an exciting
and growing marketpiace. The national footprint created by the AMFM acquisition in August 2000 makes
our Company the only radic company able to deliver targeted messages for specific audiences to advertisers
on a local, regional and nationai basis. The acquisition of SFX created opportunities for additional revenue
streams from cross-selling and cross-promotion between the radio and entertainment divisions.

Outdoor

During 2000, our outdoor advertising division generated year-over-year double-digit revenue and operating
cash flow growth. Outdoor advertising, similar to our radio division, benefited from a strong advertising
market. The outdoor renaissance that we frequently speak about continued with the entrance of new
advertisers to the medium and consolidation economics as we filled out our international markets with
“tuck-in" acquisitions. We entered eight additional countries during 2000 giving us an outdoor advertising
presence in 43 countries outside the United States. We now operate approximately 700,000 outdoor
displays worldwide including bulletin boards, poster panels, wallscapes and street furniture displays.
Outdoor advertising continues to be viewed as a high-quality, low-cost method for advertisers to reach
their customers.

. Ten-Year Common Sfdck'i?erf
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In August 2000, we acquired SFX Entertainment adding a new component to the mix of marketing solutions -

" our clients can utilize to reach their customers. ' SFX, known throughout the woﬁd for concert events, is
more than music. Our entertainment division produces, promotes and presents events in music, ti heatre,“i

' family entertainment and motor sports. We consider this acquisition and our entry into live entertainment”
to be a natural extension of our existing radio operations and a critical part of our Eong—term strategy.. We

- made significant progress in the mtegratlon of SFX’ operatlons and successﬁﬂiy shiﬂed its cuIture from bemg .
- an aggregator of assets to an operator. Our live” '
g entertainment division coupled with our other - STRATEGIC DIRECTION
-~ media assets gwes our Company a deep breadth
- of resources ‘in management, . programming
. and distribution. _Ultimately, this' will allow .
" us to leverage our combined ma:kenng and’
- . promotional strength to help our, custormers sell -
* - their products and services. . :

Our Company continues to be committed to its proven
corporate strategy:

s Decentralized, flexible, entrepreneurial business units
that place an emphasis on simplifying structures and
procedures,

» Sound, centralized financial management,

* Growth through internal expansion of existing
operations supplemented by strategic acquisitions,

* Internal capital investment to improve quality and
market leadership,

» Insistence on adherence to the highest standards of
integrity and business conduct, and

+ Significant attention to long-term strategic planning.

L As 2001 begms, we look forward O cantmued
- leadership in the markets we serve and i the -
.. media and entertainment mdustnes. We beheve;
. we have combined aunique and complememary“'
. set of media and entertainment-assets in a-
__platform that will provide enhanced markeung
““solutions for our clients and allo s ;o Teach
L our long-term goal of achxevmg growth Weﬂ mto L
.~ the future for our shareholders. R

_ To the over 55,000 members of our H amwho made thxs years SUCCESSEs PO ble,
ta our shareholders, you may conunue to expect that our team is comxmtted to enhancmg thélong-ter

L of your investment.
—’@3 / éﬁ—?—-"- —-—
Lowry Mays S

~Chajrman and Chief Execunve Ofﬁcer
February 26, 2001
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Mark Mays | President and Chief Operating Officer

Our primary mission and our busmess s to help customers sell the;r products' and Services. Thzs:deﬁne

which we believe are misleading as they suggest that those assets are: declmmg in vaiue. h
deducting these non-cash iterns against our earnings is to unfairly decrease our net incomm
decreases our earnings per share. In-order to adjust for this and more accu_rately re_ﬂe_:c__t '

divided by the Company's we:ghted average outstanding shares to calculate after tax cash flow per: sham.

.. There is cwrrently a proposed accounting standard on business combinations and’ mtanglbl'
" would require intangibles to be accounted for in a manner similar to our treatment in after tax cash fiov

¢ That is, certain intangibles and goodwill would not be amortized and no ded'"_cti
- earnings. The proposed statement is expected to be finalized in 2001
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Randall Mays | Chief Financial Officer

Why did you decide to get into the live entertainment business?

We have been in the live entertainment business for many years producing and promoting events through
our radio station operations. The acquisition of SFX Entertainment ailows us to take further advantage of
the natural synergy between radio and live music events. We believe the SFX acquisition brings valuable
entertainment assets to our Company that when combined with our other media assets creates a powerful
platform of products to help our clients inore effectively and efficiently reach their customers. Additionally,
it creates an exceptional combination of assets with which we can exploit other opportunities such as our
Internet initiatives and digital music strategies.

You have made a considerable number of acquisitions over the past few years. Are there
still opportunities for future acquisitions?

While we have been very acquisitive in the past, we are, and will remain, an operating company. We have had
success with acquisitions primarily because of our ability to integrate them into our existing businesses. By
taking the best operating practices from each of our acquisitions and melding them into the Clear Channel
family we have been able to create a business environment in which the best idea wins and superior financial
returns are realized. The primary source of earnings growth in our Company is not from acquisitions, but
from internal operations, which we believe will produce approximately $2 billion in after tax cash flow over
the next twelve months. We consider three opportunities for the use of the substantial free cash flow our
Company generates - acquisitions, reduction of debt and/or repurchase of Clear Channel stock. In deciding
how to utilize our free cash flow we evaluate each of these alternatives to determine which provides the best
return for our shareholders. As in the past, we will continue to be opportunistic about reinvesting our cash
flow, and we believe there will be acquisition oppertunities both domestically and abroad. Be assured that
we will continue to maintain our strict financial disciplines with regard to acquisitions and our use of free
cash flow to augment shareholder value.

What will be the growth drivers for Clear Channel going forward?

We are fortunate that each of our primary lines of business - radio, outdoor and live entertainment ~ are
great growth businesses. We expect for these businesses to continue to grow in both good and bad econemic
times. We have consistently outperformed each of the industries in which we operate. As we enter a new
stage in the development of our Company, we believe that the unique platform we have created by bringing
together these high-growth, very complementary businesses will allow us to provide new and innovative ways
for our clients to market their products and services. This ability to provide better services for our advertisers
and ultimately sell more of their products will drive the growth for our Company going forward. Ultimately,
the rask of executing this plan depends upon the performance of our entrepreneurial managers and their
employees. They continue to find new and creative ways of doing business that allow us to once again state
that we unquestionably have the most talented employees of any company in our industry. '



- "for $125,000.

Lowry Mays and Red McCombs ferm San Antonio Broadcastlng Comoany to acqusre KEEZ FM (now KAJA-FM)

' 'Acquzred WOALAM. Thrs was the Company’s ﬁrst “clear channel" radlo statlon whlch meeﬂs tt wes des gnate
frequency nationwide. : ORI LR : :

Company name is changed fo Clear Channel Commumcataons !nc

initial Publie Offering at today's spht—adjusted pnce of approxmately SO 43 per share* :

Acquired Broad Street Commumcatlons Corporatton ancreasmg the Company’s racﬁo asset
markets : . : .

Acquired WHASAM & WAMZFM in Louisville, Kentucky, the Company's largest acquisition to'da

Entered the television business with the aoouishi'oh.of WPMI-TV, Ch'armel 15in Mobil'e,:'liia

: Acqunred additional tele\usmn stations in Tucso Artzona Jacksomnl[e. F|or|da and Tuisa_ ki

Created a Sports division, Clear Channet Spoﬂs, whlch owns the radio nghts to broadcast icertain: NCAA sports even

A fifth television station was added mth the acqulsmon of KSASTV in chhrta Kansas '

: Acqwred the 7&station affiliate Kentucky Network a news. sports and :rrformatnon network serwcmg radio stations through
Kemucky

Federal Communications Commission passes duopo!y rules aiiowmg for ownershlp of two F M and two‘AM radlo statl
Acqunred WPTY-TV, a FOX Television affiliate in Memphls Tennessee V

Acquired radio stations in New Haven, Connecticut; chhlta Kansas; Richmond, Vrgml& and Tampa Flonda

Acqu;red radio stations in San Antonlo Texas Aushn, Texas Richmond V{gmla and Oklahoma Crty Oklaherna

Acquired television stations in Memphis, Tennessee aneapolrs, Minnesota; and Tulsa, OkEahoma

Obtamed listing of Clear Channel Commumcatlons inc Common Stock on the New York Stock Exchange tradad
- Acquired radio stations in Houston, Texas, C|eve!and Oh:o Oklahoma City, Oklahoma Mlarm Fionoa and Tampa, Florida;

: Acqu:red tefevtsnon stat:ons in Albany, New York and Lrl'ﬂe Rock Arkansas. .

K _Broadcastmg assets totaled 43 rad:o stat:ons and 16 telewsmn sta'aons in32 markets

. 'The Wa!! Street Journa! named Clear Channel Commumcahons the erghth best perforrmng stock over the previcusten.y
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1995 | Acquired radio stations in Houston, Texas and television stations in Harrishurg, Pennsylvania and Jacksonville, Florida,

Acquired an equity interest in Heftel Broadcasting Corporation (now Hispanic Broadcasting Corporation}, the leading SpanisiHanguage
broadcaster in the United States.

Acquired a 50% interest in Australian Radio Network Pty Ltd., the second largest radio group in Australia.

1996 [ Telecommunications Act of 1996 passed by Congress.
Acquired 49 radic stations in 20 markets.

Acquired a 33.3% interest in the fargest radio group in New Zealand.

1997 | Added to the widely followed S&P 500 Index in recognition of the Company's ingustry leadership,

Emerged as a leader in the outdoor advertising industry with acquisition of Eller Media Company and announcement of acquisitions
of Universal Outdoor and More Group Plc.

Continued expansion of radio division adding 70 stations, bringing the total number of stations owned or programmed to 173; most
notable was the acquisition of 43 stations from Paxson Communications Corporation. '

1998 | Announced acquisition of Jacor Communications substantially enhancing the Company’s radio presence.
Continued expansion of radio division by adding 38 stations, bringing the total number of stations owned or programmed to 204.
Completed acquisition of the More Group Plc, an outdoor advertising company with a presence in 25 countries around the world.
Completed acquisition of Universal Outdoor and its integration into the Company’s outdoor advertising division.

Acquired a 40% interest in Grupo Acir, the largest operator of radio staticns in Mexico,

1999 | The Wall Street Journal ranked Clear Channel as the fifth best-performing stock of the nineties.
Completed the Jacor acquisition bringing the total number of radio stations owned or programmed to 625.
Announced acquisition of AMFM, Inc. creating a national radio platform.

Acquired Dauphin, a European cutdoor advertising company.

2000 | Completed acquisition of AMFM, Inc.

Acquired SFX Entertainment, Inc., one of the world's largest diversified promoters, producers and presenters of live entertainment
events. :

Acquired outdoor assets of Donrey Media, Taxi Tops and Ackerley Media increasing the outdoor division's presence in the United States.

Continued expansion in radio and outdoor, bringing the total number of worldwide radio stations owned or programmed to 1,376 and
total outdoor advertising displays to approximately 700,000.
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reaching over

110 Million

U.S. radio listeners
every week

RADIO HIGHLIGHTS:

1,140 radio stations in nearly 300 United States markets
Radio stations in 47 of the top 50 markets
180 million listeners weekly through Premiere Radio Networks

236 radio stations outside the United States
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Radio, KRFX-FM, 103.5 The Fox | Robbie Knight
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Radio, WHRK-FM, K-97 | Stan Bell

A
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Radio, WFKS-FM, KISS-FM §7.9 | Brent Premlere Radio Netwo




14 CLEARCHANNEL | RADIO

Premiere Radio Networks | Rush Limbaugh

One out of every 10 radio statlons across the Umted States broadcasts under the Clear.Channe] banner,
whlch makes fora tremendous impact both w1th our listeners and w1th our dvertls :

and in 47 of the top 50. These stations take to the airwaves across all 50 states, m'almost
reaching nearly every demographlc with dozens of distinct formats ranging: from News/Ta

Clear Channel radio's mission is to broadcast the best programmmg to the broadest auchenc
sarne time providing exceptional value to advertisers. The Company s programming dream te '
the sound of big-market programrmng to small market statlons

- joined the Clear Channel family with the AMEM acquasxtmn The opportumtles for syri gies far
‘ the other Clear Channel dmsmns are exploswe and in the very early stages
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" Radio,WDIA-AM 1070 | Bev Johnso

The acquisition of AMFM created the first national footprmt for radio.” Clear Channel is the: nIy radio
company able to deliver targeted, geographically specific audiences to advemsers But su:e is far less relevan
than the capacity to manage it. Clear Channel has that know-how ' i

In Ohio, for example, Clear Channel operates 80 radio stations in every major cxty and throughout dozens
of small markets ... small markets that collectively represent more than one million people ‘Clear Channe
account executives are offering to “Super Size” major market buys to include smaller, “sister” market '"tha
an adverUser xmght not othermse target, but are within his or her reglonaI trade area For'th

With over 1,100 radio stations in neariy 300 markets, Clear Channe]
to leverage its critical mass in these :nnovatwe win-win promotlo
more to come. -« . : R

Radio, KEMD-FM, 95.7 KISS-FM | Jo-Jo
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All in the family: Clear Channel radio to the rescue

Clear Channel radio stations are powerful weapons, especially when they unite to target a common goal. In
Salt Lake City, for example, KNRS-AM was a fledgling news/talk station with declining ratings and market
share. In a bold move, Clear Channel! switched KNRS' format to Family Values Talk Radio, added Clear
Channel marquee names such as Rush Limbaugh and Dr. Laura, and promoted the new KNRS widely on
all six sister stations in the market. The results are nothing short of phenomenal. In the fall 2000 Arbitron
sweep, KNRS' ratings were its highest in well over a year. Programming aimed at the local audience, strong
headliners and sister station promotion is sending KINRS to the top in Salt Lake.

That'’s not all, either. Clear Channel is busy exploiting synergies both within and beyond the radio division.
The San Antonio radio market, for example, where Clear Channel operates seven stations, teamed up with
the entertainment division to lend on-air promotion to an SFX-sponsored “Monster Truck” event. The
added airtime gave the event just enough publicity to push it over the top. SFX targets markets with high
Clear Channel radio ratings, and this in turn assures broad cross-promotion, higher rates of seflout - and,
of course, higher revenue.

Fast food for radio: Changing small-town markets forever

With its broad geographic distribution and large market presence, Clear Channei radio attracts and airs some
of the best, most talked-about talent in the industry. Clear Channel has taken its large-market, high-quality
and high-ticket talent to the medium and small markets, changing small-town radio forever and giving
listeners something they didn't always have: a choice. Using large-market production facilities and talent
pools, Clear Channel creates high-quality programs that can be personalized for and adapted to the local
market. Take Clear Channel’s hugely successful contemporary hit radio “KISS” format that's rolling out
across the country. The 32-station KISS network targets the 18-34 female demographic in markets ranging
from Los Angeles to Chicago to Des Moines to Cincinnati. The wildly popular Jim Valentine and Rick Dees
programs are produced on the West Coast and localized across many of the KISS stations using the power
of digital repackaging. Everyone wins, thanks to lower production and promotion costs, higher ratings,
higher revenues and better quality radio. It's just another example of how the Clear Channel radio division is
reaching out to deliver new heights in performance, satisfaction and client success.

Live and local: Outreach to the community

Clear Channel is constantly balancing the advantage of using syndicated talent while also maintaining
strong, local appeal that strikes a resonant chord with listeners wherever they live. In this capacity, Clear
Channel’s radio stations excel at being the best citizens in their respective communities. Here are just a
few examples:

» Each holiday season for the last eight years, Birmingham, Alabama, WM]JJ Magic 96.5 has sponsored a
community-based promotion dubbed the “Christmas Wish” for needy families. During December 2000,
Magic raised a whopping $40,000 in donations, and worked hard to fulfill as many Christimas Wishes for
the community as possible.

* In Tampa, Florida, WXTB organized an auction that raised $101,000 for the locai children’s home.

« In Memphis, Tennessee, WEGR management donated nearly half-a-million dollars in airtime to
community causes, airing 1,080 public service announcements during the year. And that’s just
one station. Clear Channel radio facilities provide time, talent, promotional materials, prizes and
innumerable services to their communities.



" Premiere Radio Networks | Leeza Gibbons

Mmhael Reagan, Blair Garner, Carson Daly and;‘_l_ ‘
* provides nanona] dxstnbutlon of programxmng

going forward. Again, after first offering the show to Clear ChanneI stations, i
_national syndication to statlons m markets where there is not a Cle Channel 80

Network radio will continue to deveIOp popular personahnes and brands that provide me:
local stations. For example, Premiere’s two new programs with Carson Daly,h st ‘of th
Live” on MTV, is being brought to contemporary hit radio station affiliates ( i

‘ ‘time a second show will be ta:get_gd to alternative- _r_r_xusxc stat_no_ns on weekend
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Premiere Radio Networks | Rick Dees

Premiere Radio Networks | Casey Kasem

rmsed money on-air for groups such as “My Friend's Place” Resource Center, which- a331sts homel::
in the community. The outpouring of help for charitable causes doesn’t stop there.: Outside of the
personalities such as Casey Kasemn work with anu dlscnmmauon groups. while taIk show talent Michael
Reagan supports the Starhght Foundatmn




In 1888, Emmanuel Katz opened the E. Katz Spec:lal Advertxsxng Agency in New York and thefirst media rep.
firm was born. Today the Katz Media Group is the largest media representatlon firm in the Umted States
representing more than 2,000 radio stations, 368 television stations and growmg interestsir
stations. The formula for success is simple: Katz has remamed the lndustry leader‘ dur
continually responding to an ever~changmg media landscape. " :

are viewed as the best sales professionals in the industry. Given its critical mass as the largest televiswn and;
radio represematwe Katz is strategicaliy posmoned to continue providing superlatwe serv:;ce to customers the

the creation of local television e-malls and new advances in EDI technologles, Katz‘w1_ll ontinue 1o mee
tomorrow's challenges. And, by bemg a part of Clear Channel Katz is ponsed to’'enjoy new.possibilities

' The new Clear Channel Radio SaJes is Katz national sales orgamzatlon dedlcated to the more than
_Channel radio stations nationwide. ' Clear Channel Radio Sales’ national footprlnt provade‘
the reach of 110 million radic listeners nationally with jocal targeting opportumtaes. “No 'one‘: ‘
advertisers an unprecedented array of in and out- of home advernsmg and promonona] opportunitie
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International Radio, London | Jazz FM

spread across Mexn:o wuh a significant seven- -station presence in Mexico: City the leadl ‘
in Mexico. :

Clear Channel’s radio dmsmn is poised to remain at the forefront of its mdustry m the fut
national radio footprint and stations in almost every major market, Clear Channel radlo
targeted messages for advertisers to reach specific audiences on alocal, regional and national basi

. the national footprint in the United States coupled with our strong market and regxonal clu
- the world wﬂ! enable Clear Channel to capture more advernsmg doHars m the years to com

We aJso expect continued opportumties for our radio division to team wi
divisions. This teamwork will allow us to create new and excmng ways for our chems to mark
and services, dnvmg growth and prof tabihry for years to come.:”
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reaching
44 Countries

with Clear Channel
outdoor

ELLER HIGHLIGHTS:

153,500 outdoor advertising displays in North and South America operating under
Eller Media Company

Displays in 48 United States markets, including 9 of the top 10

Ability to reach over half of the entire United States population and over 75% of the
entire United States Hispanic population.

CLEAR CHANNEL .I_NTERNATIONAL HIGHLIGHTS:
" 520,000 outdoot advertising displays in 43 countries outside the United States

~No. 1 or No. 2 in most major markets in Europe

ADSHEL HIGHLIGHTS:

“Over 6,000 partnershfps with municipalities and transit authorities around the world




'TEEREEIEE BN |

HORSEPOWER
MEETS
BRAINPOWER.

The Infiniti 130

Your Boss, Your Jo. Your World

Eller Media Company | Poster display

" SATURDA¥
' \‘i\G?jT FEVER

~ Eller Taxi Medla | Vehicle display
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Celebrating 100 vears as the
leader of outdoor advertising.
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Transportation Media, Inc. | Airport display

Recognlzed by Madjson Avenue as the leadmg outdoor advertlsmg compan in Amer
unprecedented inventory of specialized advertising products uniquely tailored tc meet the needs
aggressive advertising mdustr_y in the world. Eller prov]des outdop; ad_\{er_n

{panels), Premiere Panels®, Premlere Squares@ street furmture dlsplays. taxi d:
and transit displays. : : : :

= : orgamzations across Amenca Togeth_er Elier c_ontmues tobuildona century of service




Eller operates several outdoor adverusmg compames throughuut North and South Amenca. Thes'
compames operate under the foIIowmg brandS' B i

Spectacolor - Times Square is the most recogmzed center of the "blﬁboard worid.”'
. presence in Times Square through i its ownership of Spectacolor. One cannot watcha mommg news show on
o network television without seeing several Eller dlsplays prormnenﬂy posmoned throughout Times Squ

markets of Peru and Chlle respecnvely e
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Eller Media Company | Wallscape

TAGHeuer

Eller Media Company | Premiere Squares® display

media and entertainment assets,
Finally, the year concluded with further development Gf Eller's South - AL
purchase of Chile’s leadmg outdoor advemsmg company, Pmcom




Adshel Mall Communications Network | Mall displays

) MORE DXOUSES,
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Eller Media Company | Community service bulletin displays

Eller is a responsxbie member of the communmes 1t serves an akes ‘a pro
. communities better places to five. Each year, Eller donates mllhons of doil_
~ advertising space to nonpruﬁt orgamzanons across the country Tune and again Ellerhas proven the camp
Visa good corporate citizen. ... . -

On a natmnal leveI in 2000 Elier Eed the mdustry by assastmg OAAA (Out 0OT

- of Hispanic busmess Ieaders in Amerlca by awa:dmg scholarsh:ps to deservl g stuclents o




_ France Rail Publicité, France | Rail display .-

Clear Channel International :

Clear Channel entered the international outdoor arena in June 1998 with the acquisition of More Group in
the United Kingdom and has continued to expand internationally in the past two years. Currently, Clear
Channel has outdoor operations in 43 countries outside the United States.

The European cutdoor platform is now fully established following two years of significant organic growth as
well as acquisitions. Clear Channel is either No. 1 or No. 2 in most major markets in Europe. Expansion
continues into the Asia Pacific region. The outdoor industry in this region remains quite fragmented and
relatively immature presenting opportunities for organic development and acquisitions.

Passport to success: Reaching out to the global market

Clear Channel has achieved a position of leadership in European outdoor advertising that provides the
foundation to increase the Company's reach by building new panels and upgrading sites with improved
technology, ultimately growing operating cash flow. The outdoor industry in the Asia Pacific region is young
and unfocused, vielding a great potential for increasing reach for advertisers in the region. In all countries,
Clear Channel continues to work with advertisers to ensure their message gets through the clutter to reach
their target audience.

The outdoor division is also making early strides to increase reach by
cross-selling campaigns using all Clear Channel media properties (outdoor
advertising, radio and entertainment). Examples include: a pan-Nordic outdoor
and radio sales deal with a multinational consumer goods company wanting to
centralize media buying and Jazz FM's successful use of Clear Channel outdoor
media to increase audience and market share in London, In addition, Clear
Channel continues to develop outdoor signage for SFX venues.

Wh};p Hp_rselAdé!iel, China| Shelter display
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White Horse/Adshel, China | Shelter display

Adshel, Australia | Shelter display

Around the world: Clear Channel makes its mark
Clear Channel continued to strengthen its presence, which in turn brought higher visibility and greater
opportunities for clients to reach their customers. Some of the highlights include:

Australia/New Zealand - Clear Channel consolidated its position with shopping center contracts in Australia
and eight exclusive street furniture contracts in New Zealand, more than tripling the company’s number
of panels in the counuay. Clear Channel delivered a “rapid post” campaign for Nike, installing posters
congramulating Sydney Olympic Gold Medalists on bus shelter panels within minutes of the athletes’
victories.

China - The outdoor division continued its expansion in the fast growing Chinese market building 2,000
street furniture panels in Beijing, Shanghai, Chengdu and Xian. Clear Channel now has 12,000 street furniture
panels in 26 Chinese cities. Clear Channel introduced networks to the Chinese market allowing advertisers
to reach millions of consumers in multiple cities with the same campaign.

Finland - Clear Channel acquired Posternet, extending the Company’s presence from airport and highways
into city centers with tram, subway and roadside advertising panels.

France - The acquisition of 80% of France Rail Publicité, the French national rail and bus advertising company
strengthened Clear Channel’s position in France. The outdoor division also obtained a majority stake in
Defi, the leading European neon advertising company with displays in 18 countries. Adshel won the street
furniture contract for Nantes, France's sixth largest city, and will build more than 2,000 panels.

Greece - The outdoor division formed a joint venture with Greek partner, Haidemenos, and won the
advertising contract for Athens Airport, which opens in 2001, ahead of the 2004 Olympic Games in Athens,

Italy - Jolly, Clear Channel's Italian operating company, developed strong partnerships with two regional
market leaders — Alessi (Sicily & Calabria) and Pubbli A (Rome). This strengthened the Company's position as
the No. 1 outdoor company in Italy, the only company able to offer a national campaign.

Poland - The acquisitions of Idea Piu and Qutdoor City increased market leadership in billboards and enabled
entry into the street furniture market.



Spam The outdeor division nearly doubled its size durmg the year and is now the leadm_g pa
company. The acquisition of iiqu]pamentos Urbanos was Clear Channel’s entry into street furnif
~ which was then reinforced by acquinng the street furruture dnnsaon of Urbaser (Dragados Gr‘

Sweden - Clear Channel won the :mdustry award for bemg the best media‘sales company.in Sweden:
acquisition of ShopTalk, an in-store radio and advertising. company, strengthened, the breadth ‘of Clear
Channel products clients can uti]ize' 0__1_'each theu' customers._- _

Switzerland - Plakanda, Clear Chéhnel s operatlng company, was Voted the best: S\ (
the third year in a row. Contracts for the Zurich and Basel mrports and a street furmture contra
of Bellinzona continued to strengthen Plakandas posmon.

United Kingdom - Clear Channel added a new product thh the acqulsmon of Barnett’s Taxd
which offers vinyl taxi wraps and innovative interior displays. The outdoor division in
Square” format, the UK’ first scrolhng biilboards to the Brmsh market an won T
Enterprise. :

AVIS DE RECHERCHE.

Yannis. 3ans
disparu

3 Ganagobie
le 2/05/89

04.92.30.11.24

Jolly Publicita, Italy | Commu W-éen)ice poster disp

: Dauphin France | Commumry service poster dzsplays
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More Group, United Kingdom | Taxi display

Sn'mlar to other Clear Channel dnnsnons, the mternatlonal outdoor operat;ons e

awareness of the problem through national telewsxon press and radm coverag' ;

« Jolly, the italian business unit, promoted road safety by runmng a blllboard cam; yaign
cyclists to wear helmets. The campajgn won the government sponsored Semaf Ve
responsibility.




 Adshel is Clear Channiel's global street furniture brand with ove'f:. ;
6,000 successful long-term partnerships with municipalities and

- medium. Founded in the United Kingdom over 30 years ago, .
“Adshel is now an award-winning pr(mdet of street furmture'.
o 'solutmns and is actjve in43 cmmmes. T :

Adshel offers cities and municipa!iﬁes an extensive range of world-

Adshel, United Kingdom | i

transit authorities around the world. The Adshel product range is
designed by some of the world’s leading architects and industrial
designers and is supported by the highest standards of service
and maintenance. The advertising on selected Adshel products
provides advertisers with- an exceptional guality, high impact

class street furniture at no cost to itself or its citizens. Product
range includes bus shelters, i+ electronic information points,
SmartBike cycle schemies and automated _pubiu: tmlets. These

the most significant mciude. T
Adelaide, Australia :
Athens, Greece

_ :Mﬂwaukee, Umted Stat
* Orleans, Franc

Auckland/Wellington, New Zealand - Singapore
Dublin, Irefand . Sydney, Australia
Helsinki, Finland - Verona, Italy:

Hong Kong

- Zurich, Switzerland

Adshel offers
* Tailor-made design solutions

* Flexible product range

* Innovation

* Quality, service and maintenance

* Dedicated research and development
* Partnership approach

Local vision and global support
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Adshel, Rennes | SmartBike Adshet, United Kingdom | dtsplay




